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Abstract—The increasing use of social media has led 
government agencies to take initiatives for using social media 
as an additional platform, apart from websites, to disseminate 
information; especially, regarding the services offered by 
government agencies. However, a paucity of empirical research 
on social media engagement with regard to government 
agencies has been recorded. The present study explores social 
media usage and engagement on Malaysian government 
agencies’ Facebook pages. Eight government agencies with the 
highest usage of Facebook have been selected. Data are 
collected from Graph API for the publicly visible posts. The 
content analysis is conducted on texts and messages. The 
findings related to social media engagement are presented, 
revealing that likes are the most common mode of engagement. 
Further study is required, using statistical analysis, to measure 
social media engagement on government agencies social media 
platform. 
Keywords— e-government, social networking services, Facebook, 
information sharing 
I. INTRODUCTION  
Government social networking and social media adoption 
represent a trend among government agencies because they 
provide a platform for online communication. Facebook and 
Twitter are the most preferred social media platform used by 
the government agencies because they serve as an additional 
way to disseminate information and engage with citizens 
about the various services offered by the government. 
However, limited empirical research is identified regarding 
social media engagement in Malaysian government agencies, 
though papers on social media in Malaysian government 
agency do exist, such as [1] and [2]. 
The objective of this study is to explore the use of social 
media and social media engagement in government agencies. 
This paper discusses about the analysis of social media 
engagement on Malaysian government agencies’ Facebook 
pages. The analysis of social media use in government 
agencies is presented in other paper work. 
The rest of the paper is organized as follows: Section II 
reviews the literature on the use of social media in 
government agencies. Section III defines the measurement of 
social media engagement. Section IV describes the research 
methodology. Section V discusses the analysis of results and 
its interpretations. The conclusion and suggestions for future 
research are provided in Section VI. 
II. SOCIAL MEDIA USE IN GOVERNMENT AGENCIES 
Social media use in government agencies has been a 
topic of interest among e-government researchers. An 
empirical investigation on 31 Informational World Cities 
provides the usefulness of social media services for 
governmental purposes, their popularity among 
governments, and their utilization for Internet broadcast [3]. 
The findings state that 15 different social media platforms 
are utilized by the 31 cities. Overall, Twitter and Facebook 
are the most used social media platforms by governments, 
offering opportunities for disseminating information to the 
public. 
A recent work has explored the use of social media in 
government agencies of various areas, including Nebraska 
[4], Malaysia [1], German [5], and United States [6]. The 
findings [4] imply that Facebook is an additional medium to 
disseminate government information and respond to citizens’ 
input. Similarly, findings in [5, 6] suggested that Facebook 
was the most used platform for productive communication 
and interaction between the government and the citizens.  
 
Other studies focused on the effect of usage of social 
media by government agencies. A study [2] proposed a 
model to determine the impact of social media on a local 
government. The findings indicate the perceived positive 
benefits of social media with regard to the local government. 
Another study [7] explored the impact of social media for the 
success of e-government communication. A framework 
comprising five factors that influence government’s 
communication success in Facebook has been proposed. The 
study also proposed a set of measures and metrics to estimate 
each factor. The measurements of communication success 
are the amounts of likes, comments, shares, and replies on 
the Facebook page. This study provides similar indicators to 
measure social media engagement. 
III. SOCIAL MEDIA ENGAGEMENT 
Social media engagement involves user-experience with 
web-based technologies that enable users to interact, create, 
and share content using social networking [8]. It is very well-
known that social media enables individuals to interact and 
share information, and it has become an important platform 
for government agencies to engage with citizens [9]. 
A study on Facebook engagement has been conducted 
[10], which classifies an individual’s engagement on 
Facebook with regard to three indicators: like, comment, and 












time and attention. Conversely, comment and share require 
more time and attention as they involve additional actions. 
These three indicators are used to study Facebook 
engagement.  
Several studies have explored page posts, like, comment, 
and share in Facebook, which are used as engagement 
indicators in online engagement, such as discussion and 
interaction on Facebook pages [11–13].  
Empirical studies on the use of Facebook by government 
agencies and their online engagement are important aspects 
as well. For example, recent studies [14, 15] analyzed 
Facebook posts and interactions in government agencies’ 
Facebook pages. As like, share, and comment are the 
indicators to measure engagement in Facebook pages, this 
study uses these indicators for analyzing social media 
engagement. 
IV. METHODOLOGY 
Simple random sampling is used to select the Malaysian 
government agencies official Facebook pages. In the 
sampling design, every element in the population has an 
equal chance of being selected as a subject [16]. In total, 
eight government agencies in the Northern Malaysia with 
highest active Facebook usage values have been selected and 
coded as A2, A3, B1, B5, C1, C2, D1, and D2. The two-
stage data collection has been conducted using the Graph 
API, which is a programming tool for data collection on 
Facebook. Using this tool, publicly visible posts for the year 
2016 and 2017 were collected. Then, content analysis was 
conducted on the posts and public comments. 
V. FINDINGS AND DISCUSSION 
This section presents the outcome of the content analysis 
by comparing the social media engagement data for the years 
2016 and 2017. For the eight government agencies, a total of 
2247 Facebook posts for the years 2016 and 2017 were 
collected. Table 1 presents the details with regard to the 
Facebook posts for the agencies in 2016 and 2017. 
TABLE I. FACEBOOK PAGE POSTS FOR THE AGENCIES IN 2016 AND 2017 
Agencies Number of posts 
2016 2017 
A2 321 481
A3 40 25 
B1 127 456
B5 119 162
C1 90 28 
C2 47 0 
D1 137 140
D2 74 0 
Total posts 955 1292 
 
As shown in Table 1, a 35% increase in the number of 
posts was recorded in 2017. Moreover, a higher usage of 
Facebook among half of the agencies was recorded, 
revealing that the government agencies had made an 
initiative in using Facebook as an additional platform for 
information dissemination. These agencies are taking 
advantage of the interactive characteristics of Facebook to 
promote citizen engagement, using two-way communication 
[2]. However, no posts were extracted from two agencies’ 
(C2 and D2) Facebook pages for the year 2017, revealing 
that the agencies might have taken their time off to rebrand 
their social media platform. Then, social media engagement 
for each agency is analyzed using the three indicators. The 
results are presented in Table 2. 
TABLE II. SOCIAL MEDIA ENGAGEMENT AMONG AGENCIES 






2016 2017 2016 2017 2016 2017 
A2 11323 20905 1706 2861 471 1009 
A3 1015 203 1559 104 500 50 
B1 1823 155 417 58 158 5 
B5 4149 6847 1264 2438 253 790 
C1 2867 196 73 29 126 4 
C2 184 0 16 0 1 0 
D1 5132 3869 3152 681 2874 604 
D2 7485 0 2475 0 849 0 
As shown in Table 2, Agency A2’s page received the 
highest number of likes for the year 2016 and 2017. The 
content of the posts attracted citizens’ attention, allowing 
them to provide passive interaction with like feature on 
Facebook. Moreover, A2 has recorded the highest number of 
shares and comments for the year 2017, encouraging the 
agency to improve its social media engagement. It is possible 
that the A2’s strategy in increasing its page’s visibility offers 
positive impact by improving the social engagement aspect. 
Also, the transformation of government agencies into e-
government facilitates the involvement of citizen in 
government agencies [17].  
To discover any differences that might exist in social 
media engagement among the agencies, Fig. 1 provides a 
comparison of indicators, i.e., likes, shares, and comments 

















Fig. 1. Total number of likes, shares, and comments 
Consistent with previous studies [15, 18] the results 
indicate that the likes are the most common mode of 













liking a post is only performed by clicking the like button on 
Facebook. Most citizens prefer to interact passively on 
Facebook by clicking the button to show their interest. 
The results in Table 2 are illustrated in Fig. 2, which 
indicate that citizens’ engagement levels on Facebook are 


















Fig. 2. Social media engagement patterns 
 
Overall, the pattern implies that the highest number of 
engagement is interaction through like feature. Liking the 
posts shows a passive two-way information exchange with 
the agencies, which allows the agencies to see the posts that 
are more appealing to the citizens [19]. 
VI. CONCLUSION, LIMITATION AND RECOMMENDATION FOR 
FUTURE RESEARCH 
This study presented the findings of an empirical analysis 
that explored social media engagement with government 
agencies’ Facebook pages. Similar to the previous studies, 
indicators, such as like, share, and comment, are used to 
measure social media engagement. 
In line with previous studies, the outcome of this study 
revealed that likes were the most common mode of 
engagement, and most of the citizens prefer to engage by 
clicking the like button available on Facebook to show their 
interest on the posts. 
The limitation of this study is that the indicators of 
engagement are limited based on the online wall posts and 
activities available publicly. We believe that future research 
should include more indicators and statistical analyses to 





[1] S. S. Hasbullah, D. Maynard, R. Z. W. Chik, F. Mohd, and M. Noor, 
“Automated content analysis: A sentiment analysis on Malaysian 
government social media,” 10th International Conference on 
Ubiquitous Information Management and Communication, Vietnam, 
2016, pp. 30:1–30:6. 
[2] M. H. M. Sharif, I. Troshani, and R. Davidson, “Determinants of 
social media impact in local government,” Media Influence: 
Breakthroughs in Research and Practice, IGI Global, 2018, pp. 141–
164. 
[3] A. Mainka, S. Hartmann, W. G. Stock, and I. Peters, "Government 
and Social Media: A Case Study of 31 Informational World Cities," 
2014 47th Hawaii International Conference on System Sciences, 
Waikoloa, HI, 2014, pp. 1715–1724. 
[4] X. Gao and J. Lee, “E-government services and social media 
adoption: Experience of small local governments in Nebraska state,” 
Government Information Quarterly, vol. 34, no. 4, pp. 27–634. 2017. 
[5] C. Akkaya, J. Federowicz, and H. Krcmar, “Use of social media by 
the German police: The case of Munich,” 19th Annual International 
Conference on Digital Government Research: Governance in the Data 
Age (dg.o '18), The Netherlands, 2018, pp. 116:1–116:2. 
[6] Q. Wu, S. Gupta, and Y. Huang, “Examining conversations between 
police agencies and the public on Facebook,” 19th Annual 
International Conference on Digital Government Research: 
Governance in the Data Age (dg.o '18), The Netherlands, 2018, pp. 
13:1–13:10.  
[7] D. A. Mishaal and E. Abu-Shanab, “The effect of using social media 
in governments: Framework of communication success,” 7th 
International Conference on Information Technology ICIT ‘15, 
Amman, Jordan, 2015, pp. 357–364.  
[8] L. McCay-Peet and A. Quan-Haase, “A model of social media 
engagement: User profiles, gratifications, and experiences,” in 
Engagement Matters: Cross-disciplinary perspectives and innovations 
on user engagement with digital media, H. O’Brien and M. Lalmas, 
Ed. Why Heidelberg: Springer Verlag, 2016, pp. 199–217. 
[9] A. Chouikh, A. Ojo, and O. B. Driss, “Exploring the affordances of 
social media platforms in supporting emerging public service 
paradigms,” 9th International Conference on Theory and Practice of 
Electronic Governance, Montevideo, Uruguay, 2016, pp. 177–186. 
[10] C. Kim and S. U. Yang, “Like, comment, and share on Facebook: 
How each behavior differs from the other,” Public Relations Review, 
vol. 43, no. 2, pp. 441–449, 2017. 
[11] P. Luarn, Y. F. Lin, and Y. P. Chiu, “Influence of Facebook brand-
page posts on online engagement,” Online Information Review, vol. 
39, no. 4, pp. 505–519, 2015. 
[12] S. Jayasingh and R. Venkatesh, “Customer engagement factors in 
Facebook brand pages,” Asian Social Science, vol. 11, no. 26, pp. 19–
29. 2015. 
[13] N. Su, D. Reynolds, and B. Sun, “How to make your Facebook posts 
attractive: A case study of a leading budget hotel brand fan page,” 
International Journal of Contemporary Hospitality Management, vol. 
27, no. 8, pp. 1772–1790, 2015. 
[14] P. Bellström, M. Magnusson, J. S. Pettersson, and C. Thorén, 
“Facebook usage in a local government: A content analysis of page 
owner posts and user posts,” Transforming Government: People, 
Process and Policy, vol. 10, no. 4, pp. 548–567, 2016. 
[15] S. L. Alam, “Empirical Analysis of Posts and Interactions: A case of 
Australian Government Facebook Pages,” Pacific Asia Journal of the 
Association for Information Systems, vol. 8, no. 4, pp. 91–110, 2016. 
[16] U. Sekaran and R. Bougie, Research methods for business: A skill 
building approach, John Wiley & Sons, 2013. 
[17] MAMPU, “Kerajaan digital pemudah urusan rakyat dengan 
kerajaan,” Transformasi@MAMPU, vol. 3, May, 2016 [Online]. 
Available: http://www.mampu.gov.my. [Accessed November 25, 
2018].  
[18] A. Lev-On and N. Steinfeld, “Social Media and the City: Analyzing 
Conversations in Municipal Facebook Pages,” Social Media and 
Local Governments, Springer, Cham, 2016, pp. 243–261. 
[19] M. J. Pelletier and A. B. Horky, "Exploring the Facebook Like: A 
product and service perspective," Journal of Research in Interactive 
Marketing, vol. 9, no. 4, pp. 337–354, 2015. 
 
 
	

	






	
719
